LlokyverT noan NABIICTEPCIBO HAYKHOM BBICILIETO 00pa

soBanus Poccuiickon denepanun

NUHbo :
%ﬁ% C IroCyaapCTBCHHOC 6}0 KCTHOC 06 A30BaTCIJIILHOC YVUPCKICHHUC BBICHICTO
®n0: Kggeﬁko ﬁ%ﬁﬁwonae%ﬁn p A p yapexa

non0RpazQBanus «POCTOBCKUI TOCYAapCTBEHHBIH

[ata nognucanus: 12.04.2024 11:33:48
YHUKanbHbI MPOrpaMMHbIA KIKOY:
c098bc0c1041cb2a4cf926cf171d6715d99abae00adc8e27b55cbele2dbd7c78

bkoHOMUYeckuil yauepcuteT (PUHX)»

YTBEPX/IAIO
Jupektop MHCTUTYTa MarucTpatypsl
HNBanoBa E.A.

«01» urons 2023r.

PaGouyas nporpaMmma IuCHUIINHBI
International Marketing (MexayHapoaHblii MAPKETHHT)

Hanpasnenue 38.04.01 DxoHomuka

Maructepckas nporpamma  38.04.0

1.02 "International Business"

Jlist mabopa 2023 roga

Kpanuduxanus
MarucTp



KA®EAPA MapkeTHHT U peKjiamMa

Pacnpenenenne YacoB TUCHUIIIMHBI IO CeMecCTpaM

Cemectp
(<Kypc>.<CemecTp Ha 3(2.1)
Kypce>) Uroro
Henens 15 2/6
Bup 3ansatuii vl PII v PII
Jlexuyn 16 16 16 16
IIpakTHueckue 32 32 32 32
HWroro ayn. 48 48 48 48
KonTaktHas pabora 48 48 48 48
Cawm. pabora 24 24 24 24
Hroro 72 72 72 72
OCHOBAHHE

Y4eOHbI IUTaH yTBEpKIeH y4EHbIM coBeToM By3a oT 28.03.2023 mpoTokon Ne 9.

IIporpammy cocraBmi(¥): 11.3.H, JoueHT, bongapenko B.A.
3aB. kadenpoii: 1.3.H., norieHT bonnapenko B.A.

MeTtoan4eckuM COBETOM HANpaBICHUS: K.3.H, JoueHT, boasrun O.B.



1. HEJIX OCBOEHUSA JUCIHUTIINHBI

1.1{dbopMupoBanue y MarucTpoB 3HaHUH, YMEHUH U HABBIKOB B 00JIaCTH YIPaBJIECHUs, OPraHM3alUH, ITIAHKPOBAHNS MApKETHHTA IIPH
paboTe npeAnpusTHiA B HECTAHJAPTHBIX CUTYallUsIX Ha MEKIYHAPOIHBIX PBIHKAX, H3YUYE€HHE METO/I0B IIPUHATHS CTPATETHYECKIX
MapKETHUHIOBBIX pellleHUH Ha MaKpo U MUKPOYPOBHE.

2. TPEBOBAHUSA K PE3YJbTATAM OCBOEHUS JTUCITUIIJINHBI

MK-2:Cnoco0eH roToBUTh aHAJIMTHYECKHE MATePHAJIbI A1 OLEHKH MePONPUATHI B 00J1aCTH IKOHOMHYECKOI MOJUTHKH U
NPUHATHSA CTPATErHYECKUX PellleHHil Ha MUKPO- 1 MAaKPOYPOBHe

B pe3yjabTaTe 0CBOCHUS ITUCHUITIHHBI oﬁyqamumiicsn JIOJIZKCH

3HaTh:

OCHOBHBIE MapKETUHTOBBIE CTPATErUH KOMIIAHUH Ha MEXIyHapOJHOM PBIHKE U CIIOCOOBI MX OCYILECTBICHHS B HECTAHIAPTHBIX CUTYalHUsX, C
Y4ETOM COLMAJIbHOM M 3TUUECKOH OTBETCTBEHHOCTH 32 MPUHSITHIC PEUICHHUS; HHCTPYMEHTBl 3KOHOMHYECKOTO M KOHKYPEHTHOTO aHaJIu3a
MEXIyHApOJHON On3Hec-cpepl, yueTa KyIbTYPHBIX 0COOCHHOCTE! MoTpeOuTeNel 1 Ha 3TOH OCHOBE pa3padaThIBaTh CTPATETHH MOBEICHUS
9KOHOMHYECKHX areHTOB Ha PHIHKAX PA3IMYIHBIX CTPaH (COOTHECEHO ¢ MHauKaTopoM ITK-2.1)

YMmeTn:

(hopMHPOBaTh MAPKETUHIOBBIE CTPATETUH KOMIIAHUH Ha MEXIyHAPOJHOM PBIHKE U CIIOCOOBI X OCYIIECTBIICHHUS B HECTaHIAPTHBIX
CUTYallUSAX, C YI€TOM COIMAJIbHOM 1 3TUYECKON OTBETCTBEHHOCTH 3a NPHHATHIC PEIICHNS; HPOBOIUTH 3KOHOMHUUYECKUH U KOHKYPEHTHBII
aHaIIU3 MEXIYHApOJAHOW OM3HEC-CPEIbl, YUYThIBATh KYJIBTYpPHbIE 0COOCHHOCTH OTpeOUTENEH U Ha ATOI OCHOBE pa3padaThiBaTh CTPATETUH
MOBEICHHS] SKOHOMHUYESCKUX areHTOB Ha PBIHKAX PA3IMYHBIX CTPaH (COOTHECEHO ¢ nHaukaropom [1K-2.2)

Baanern:

HMHCTPYMEHTaMH MapKETHHIOBBIX CTPATErHii KOMIIAHUH Ha MEKIYHAPOIHOM PHIHKE M CIIOCOOOB MX OCYIIECTBJICHUS B HECTAHIAPTHBIX
CHUTYaIUSIX, C YYETOM COLMATILHON U STUYECKON OTBETCTBEHHOCTH 32 PHHSTHIE PEIIEHHUS; HABBIKAMH YKOHOMHUYECKOTO U KOHKYPEHTHOTO
aHaM3a MEX/TyHapOAHOW OM3HEC-CPEe/ibl, yueTa KyIbTypPHBIX 0COOCHHOCTEN MOTpeOHTeNel Ha PBIHKAX PA3IMYHbBIX CTPaH (COOTHECEHO ¢
uHaukaropom I1K-2.3)

3. CTPYKTYPA U COAEP KAHUE JUCIHUIIJINHbI

Kon HaumeHnoBanmue pa3jiesioB U TeM /BUA 3aHATHS/ Cemectp / | Yacos Kommnerten- Jlutepatypa
| 3aHATHA Kvpe UMM

Paznea 1. Methodology international marketing

1.1 Subject 1.1 "The category of international marketing as the 3 2 IK-2 JI1.1J11.2 J11.3
tools of an active trading firms on the world market" JI1.4J12.1 J12.2 J12.3
The concept of an international marketing course objectives
international marketing. The distinctive features of
international marketing. Stages in the development of
international marketing. The modern concept of international
marketing. The main priorities of international marketing.

/JTex/
1.2 Subject 1.1 "The category of international marketing as the 3 4 IK-2 JI1.1J11.2 J11.3
tools of an active trading firms on the world market" JI1.4J12.1 J12.2 J12.3

The concept of an international marketing course objectives
international marketing. The distinctive features of
international marketing. Stages in the development of
international marketing. The modern concept of international
marketing. The main priorities of international marketing.

Mp/
1.3 Subject 1.2 "An international company - the object and the 3 2 IK-2 JI1.1J11.2 J11.3
subject of international marketing" JI1.4J12.1 J12.2 J12.3

The concept of "international company", its characteristic
features. Characteristics of the main types of international
companies. Styles of the behavior of firms in the international
market. /JIex/




1.4

Subject 1.2 "An international company - the object and the
subject of international marketing"

The concept of "international company", its characteristic
features. Characteristics of the main types of international
companies. Styles of the behavior of firms in the international
market. /TTp/

IK-2

JI1.1J11.2J11.3
J11.4J12.1 J12.2 J12.3

15

Subject 1.3 "Marketing technologies entering the company
into international markets"

Methods of entry into foreign market depending on the
characteristics of the specific commodity-market position.
Comparative characteristics of alternatives of entering the
foreign market.

Subject 1.4. "Marketing mix in the environment of
international business"

The evolution of the concept of the marketing mix in
international trade. Environment marketing mix of
international business. Identification of supranational segments
/JTex/

IK-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

1.6

Subject 1.3 "Marketing technologies entering the company
into international markets"

Methods of entry into foreign market depending on the
characteristics of the specific commodity-market position.
Comparative characteristics of alternatives of entering the
foreign market. /TIp/

[K-2

JI1.1J11.2J11.3
J11.4J12.1 J12.2 J12.3

1.7

Subject 1.4. "Marketing mix in the environment of
international business™

The evolution of the concept of the marketing mix in
international trade. Environment marketing mix of
international business. ldentification of supranational segments
/JTex/

IK-2

J1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

1.8

Subject 1.4. "Marketing mix in the environment of
international business"

The evolution of the concept of the marketing mix in
international trade. Environment marketing mix of
international business. ldentification of supranational segments
using Microsoft Office.

Mp/

[K-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

1.9

Topic 1.1 "The category of international marketing as the tools
of an active trading firms on the world market"

The concept of an international marketing course objectives
international marketing.

The distinctive features of international marketing.

Stages in the development of international marketing.

The modern concept of international marketing.

The main priorities of international marketing.

Topic 1.2 "An international company - the object and the
subject of international marketing”

The concept of "international company", its characteristic
features.

Characteristics of the main types of international companies.
Styles of the behavior of firms in the international market.
Topic 1.3 "Marketing technologies entering the company into
international markets"

Methods of entry into foreign market depending on the
characteristics of the specific commodity-market position.
Comparative characteristics of alternatives of entering the
foreign market.

Topic 1.4 "Marketing mix in the environment of international
business"

The evolution of the concept of the marketing mix in
international trade

Environment marketing mix of international business
Identification of supranational segments

/Cp/

12

[K-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3




Pa3nen 2. The competitive environment of international
marketing

2.1

Subject 2.1 "The concept of competitive advantages of goods
and services in the global market"

The concept of competitiveness in international marketing.
The system of values in international business. Model
"Diamond" Of Michael Porter. Six determinants determine the
competitiveness of the economy on the theory of porter.

/JIex/

IK-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

2.2

Subject 2.1 "The concept of competitive advantages of goods
and services in the global market"

The concept of competitiveness in international marketing.
The system of values in international business. Model
"Diamond" Of Michael Porter. Six determinants determine the
competitiveness of the economy on the theory of porter.

Mp/

IK-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

2.3

Subject 2.2 "Dossier on the country"— a guide for
developing a marketing plan”

The data groups in the preparation of a "dossier on the
country." Guidelines for cultural analysis. Guidelines for
economic analysis (economic statistics and activity, channels
of distribution, media). Guidelines for market audit and
competitive analysis. Guidelines for preliminary marketing
plan. /Jlex/

IK-2

J1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

2.4

Subject 2.2 "Dossier on the country”— a guide for
developing a marketing plan”

The data groups in the preparation of a "dossier on the
country." Guidelines for cultural analysis. Guidelines for
economic analysis (economic statistics and activity, channels
of distribution, media). Guidelines for market audit and
competitive analysis. Guidelines for preliminary marketing
plan using LibreOffice. /TIp/

[K-2

JI1.1J11.2J11.3
J11.4J12.1 J12.2 J12.3

2.5

Subject 2.3 "International marketing strategy (MMS)"
Definition and types of MMS. Evaluation of strategic
capabilities of the company relative to various competitors
(base, confrontational, cooperative and innovative strategies).
Conceptual framework for analysis, development and
formation of international marketing strategy (strategic
measurement, strategic process, setting objectives,
development plans, resource support).

/JTex/

[K-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

2.6

Subject 2.3 "International marketing strategy (MMS)"
Definition and types of MMS. Evaluation of strategic
capabilities of the company relative to various competitors
(base, confrontational, cooperative and innovative strategies).
Conceptual framework for analysis, development and
formation of international marketing strategy (strategic
measurement, strategic process, setting objectives,
development plans, resource support). /IIp/

[K-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

2.7

Subject 2.4  "Problems of marketing researches of foreign
markets"

The specificity and challenges of conducting international
marketing research. The contents and methods of carrying out
certain types of marketing research. Study of input and output
barriers of foreign markets. /JIex/

[K-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3




2.8

Subject 2.4
markets"
The specificity and challenges of conducting international
marketing research. The contents and methods of carrying out
certain types of marketing research. Study of input and output
barriers of foreign markets using LibreOffice. /TIp/

"Problems of marketing researches of foreign 3

4 ITK-2

JI1.1J11.2J11.3
JI1.4712.1 J12.2 J12.3

2.9

Topic 2.1 "Marketing mix in the environment of international 3
business"

The evolution of the concept of the marketing mix in
international trade

Environment marketing mix of international business
Identification of supranational segments

Topic 2.2 "Dossier on the country"— a guide for developing a
marketing plan”

The data groups in the preparation of a "dossier on the
country."

Guidelines for cultural analysis.

Guidelines for economic analysis.

Guidelines for market audit and competitive analysis.
Guidelines for preliminary marketing plan.

Topic 2.3 "International marketing strategy (MMS)"
Definition and types of MMS.

Evaluation of strategic capabilities of the company relative to
various competitors.

Conceptual framework for analysis, development and
formation of international marketing strategy.

Topic 2.4 "Problems of marketing researches of foreign
markets"

The distribution of countries by competitiveness factors.
Comparative characteristics of national cultures.

/Cp/

12 IK-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

2.10

/3auét/ 3

0 [K-2

JI1.1J11.2J11.3
JI1.4J12.1 J12.2 J12.3

4. ®OHJ OHEHOYHBIX CPEJICTB

CtpyKTypa U coepkanue (oHa OLEHOYHBIX CPEICTB AJISl IPOBEJCHUS TEKYILIEH U MPOMEXYTOYHOH aTTECTALUH MTPECTABICHBI B
[Mpunoxennn 1 x paboyeit mporpamMMe TUCIUTUIHHEL.

5. YYHEBHO-METOAMYECKOE U THOOPMAINIMOHHOE OBECIHEYEHHUE JUCHUITINHBI

5.1. OcnoBHas 1uTEpPaTYypa

ABTOPBI, COCTAaBHTEIH 3arnaBue W3znatenscTBO, rOj Konmy-Bo
JI1.1 |CeiidynnacBa M.D. MeXayHapOaHbIH MAPKETUHT: YICOHUK M. : FOnwuru-Jlana, 2015 http://biblioclub.ru/index.
[nexrponusrii pecypc]. - URL: php?
http://biblioclub.ru/index.php? page=book&id=119592
page=book&id=119592 HEOTPaHWYEHHBIN JOCTYII
TS 3aPETHCTPUPOBAHHBIX
NOJIb30BaTEIeH
JI1.2 |HdesneroB O. V. MexryHapOoAHBIA MapKETHHT: yaeOHOe mocodne Mocksa, bepaun: Jupexr- | https://biblioclub.ru/inde
Menua, 2015 X.php?
page=book&id=429412
HeOl"paHVl'—[eHHblﬁ JOCTYII
JUTSE 3apETUCTPUPOBAHHBIX
NOJIb30BaTEIeH
JI1.3  |I'punenko, I'. II. Mex IyHapOAHbIH MapKETHHT: yueOHOe TocoOue Benropon: benroponckuii http://www.iprbookshop.

roCyJapCTBEHHBII
TEXHOJOTHYECKUN
yHuBepcurer uM. B.T.
[yxosa, 9bC ACB, 2018

ru/92265.html
HEOTPaHUYECHHBIN AOCTYTI
JUTSE 3apErUCTPUPOBAHHBIX

MOJIb30BaTelIeH




ABTOpLI, COCTaBUTCIIN 3armaBue H3ﬂaTeJ'H>CTBO, rog Konnu-so

J1.4 |PaviovP.V. International business: y4eGHHK Pocros-Ha-J{ony, Taraupor: | https://biblioclub.ru/inde
HOxHb1 (henepanbHbIA X.php?
yuusepcurer, 2019 page=book&id=577784

HeOFpaHPI‘{eHHLIﬁ JOCTYII
JUI 3apETUCTPUPOBAHHBIX

MOJIb30BaTENeH
5.2. lonoHUTe/IbHAS TUTEPATYpa
ABTODBI, COCTaBUTEIHN 3arnaBue W3nmarenscTBO, TO Konnu-Bo
JI2.1 |Bapenuna JI. I1. The English Language of Marketing: yueGHO- Mocksa: EBpasuiickuit https://biblioclub.ru/inde
METOJUUECKOE [TOCO0Me OTKPBITHIA MHCTHUTYT, 2011 X.php?

page=book&id=90402
HeOFpaHI/I‘{eHHHﬁ JOCTYII
JUT 3apE€TUCTPUPOBAHHBIX

T0JIb30BaTeNei
J12.2 |Camxaposckuii, K. B., [MexmayHapoaHBII MapKETHHT: yaeOHOE TOCOOHE Kemeposo: Kemeposckuit http://Amww.iprbookshop.
[emuyx, M. A. TEXHOIIOTHIECKUI HHCTUTYT ru/61268.html
NMILEBOM HEOTPaHWYEHHBIN JOCTYII
npoMsliieHHocTy, 2014 A1 3aperNCTPHPOBAHHBIX
MOJIb30BAaTENCH
2.3 International Journal of Advanced Studies , 2011 http://www.iprbookshop.
(MexmyHapOTHBIH KYPHAI MEPCIICKTHBHBIX ru/71537.html
HCCIIeIOBaHM{T) HEOTPaHWYEHHBIN JOCTYII
UL 3apETUCTPUPOBAHHBIX
0JIb30BaTenei

5.3 HpO(l)eCCI/IOHaJIbHLIe 0a3bl JAaHHBIX U l/IH(l)OpMalIl/IOHHBIe CIIpaBO4YHbIC CUCTEMBI

Basbl nannbix EBpomnetickoro obmectBa mapketunra (World Association of Opinion and Marketing Research Professionals) www.esomar.org

NCC «Koncynprantllnocy

NCC «T"apanT» http://www.internet.garant.ru/

5.4. IlepeyeHb MPOrpaMMHOro odecreveHust

LibreOffice

5.5. YueGHO-MeTOAMYECKHE MATEPHAJIBI VISl CTYA€HTOB € OTPAHHYEHHBIMU BO3MOKHOCTSIMH 3/10POBbS

[Ipn HEOOXOIUMOCTH IO 3aSBICHHIO OOYYArOUIETOCsl C OrPaHMYCHHBIMH BO3MOXKHOCTSMH 3I0POBbSl yueOHO-METOAMYECKHE MaTephaiibl
IPEOCTABIIIOTCS B OpMax, aIalTUPOBAHHBIX K OTPaHUYEHUSM 3/I0POBbsI U BOCIIPUATHS HHGOpManuy. J{jis JIu ¢ HapyHIeHUAMY 3pEHUs: B
dbopme ayanodaiina; B me4aTHOH GopMe yBeTHYEHHBIM WpUGTOM. IS NI ¢ HApYIICHUSIMHU CiTyXa: B (JOpMe DIIEKTPOHHOTO JOKYMEHTa; B
neyatHoH ¢opme. [ IUI] ¢ HapYLIEHUSIMU OIIOPHO-BUTaTENbHOIO amnmnapara: B GopMe 3JIeKTPOHHOTO JJOKYMEHTa; B Ie4aTHOH dopMe.

6. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYEHUE JUCIUIIJIMHBI (MOAYJIST)

IMomemnenus asst NpoBeAEHHS BCEX BUIOB PaboT, IPeIyCMOTPEHHBIX YUeOHBIM INITAHOM, YKOMIJIEKTOBAaHbI HEOOX0AUMOI
CHeUHaIU3UPOBaHHON ydeOHON MeOeNbIo U TEXHUUECKUMU CPEACTBAMH 00Y4EHMU:

- CTOJIBI, CTYJIbA;

- IEPCOHAIBHBIA KOMITBIOTEP / HOYTOYK (IIepeHOCHOIN);

- IPOEKTOP, 3KPaH / UHTEPAKTHBHAS TOCKA.

JInst npoBeIeHUs! JIGKIIMOHHBIX 3aHSATHH HUCIIONB3YETCs IEMOHCTPAILIMOHHOE 000PY/I0BaHHUE.

7. METOANYECKHUE YKA3AHUA 1)1 OBYYAIOIIUXCS IO OCBOEHHUIO JUCHUIIJIMHBI (MO1Y JIsA)

MeTOI[I/I‘ICCKI/IC YKa3aHud 10 OCBOCHUIO AUCHUIIIIMHBI ITPEACTABJICHBI B HpI/IJ'IO)KGHI/II/I 2 x paﬁoqeﬁ nporpaMmme JUCHUILINHBIL.




®OH/J ONEHOYHbLIX CPEIACTB

IHpuiaoxenue 1

1 OnucaHue noKa3aTeJsiell U1 KpUTepueB OlleHUBAaHUSI KOMIIETeHI M1 HAa pa3/IMYHbIX
3Tanax ux GopMHUpPOBaHMs, ONIMCAHUE IIKaJ OLleHUBAHUA

3VH, cocrapnsronue
KOMIIETEHIIHIO

Iloka3aTenu ollcHUBaHUSI

Kputepuu onenuBanus

CpenctBa
OIICHUBAHUS

TIK-2:Crioco06eH TOTOBUTh aHATUTHIECKHAE MaTEPHAITBI IS OIICHKH MEPOTIPUATHI B
9KOHOMHYECKOH MOIUTHKH W IPUHSTHS CTPATETH

YECKUX PEIIeHNH Ha MUKPO- H MaK

o0iactu
OYPOBHE

3Hath

OCHOBHBIC
MapKEeTHHTOBEIC
CTpaTerny KOMIIAaHUU Ha
MEKIYHApOIHOM PBIHKE
Y CIIOCOOBI UX
OCYIIECTBJICHHS B
HECTaHJIAPTHBIX
CUTyaluiax, ¢ y4€ToM
COLIMAIBHON U
ATUYECKOU
OTBETCTBEHHOCTH 32
MIPUHATBIE PELICHNUS,
WHCTPYMEHTHI
HSKOHOMHUYECKOTO U
KOHKYPEHTHOTO aHaJIn3a
MEXIYHapOIHON
Om3HEC-Cpelbl, yueTa
KYJIBTYPHBIX
ocobeHHoCTe!
noTpeduTeNel u Ha STOH
OCHOBE pa3padaTrIBaTh
CTpaTeTUu NMOBEACHUA
HKOHOMHYECKHX areéHTOB
Ha PhIHKAaX Pa3IMYHBIX
CTpaH

pabotaer ¢  y4eOHOI,
y4eOHO-METOAMYECKON U
HAay4YHOM  JIUTEpaTypoOH,
cobmpaet JTAaHHBIC,
HEOOXOIUMBIC JUTS
pa3pabOTKK  TPaBUILHOU
MapKETUHIOBOU

CTpaTeTMX Ha BHEIIHEM
PBIHKE TIPH MOATOTOBKE K
TECTHPOBAHUIO

000CHOBaHHO MOJIb3YyeTCs
JOTIOJTHUTENBHON  JIUTEPaTypoi
NPy TOATOTOBKE K 3aHATHSIM;
COOTBETCTBHE IPE/ICTABICHHOM
B OTBETaxX TecTa HH(POPMAIUU
MaTepuagam yueOHOU
CBEJCHUSIM

pecypcoB
IMPaBUJIBHOCTDH

JUTEPATYPHI, u3
WH(POPMALMOHHBIX
HHrepHrer;

HalrcCaHusg TECTa

T — (Tect 1O
pazneny 1,2)

B—Bompocsl K
3auety (1-25)

Ymeth

thopmupoBath
MapKETHHTOBBIE
CTpaTernu KOMIIAHUU Ha
MEXIYHAPOIHOM DBIHKE
u CIoCco0bI ux
OCYIIIECTBJICHHS B
HECTaHIAPTHBIX
CUTyalusix, ¢
COIIMANBHOU
3TUYECKOI
OTBETCTBEHHOCTHU 3a
MIPUHSATHIC penieHus;
MIPOBOJIUTH
3KOHOMUYECKHI
KOHKYPEHTHBIN
MEXIYHapOIHOM
Ou3Hec-cpenpl,
Y4yTBIBaTh KYJbTYPHBIE
0COOCHHOCTH
MOTpeOUTENEH 1 Ha ITOMU
OCHOBE pa3pabaThIBaTh
CTpaTernd  TOBEJCHUS

y4eTOM
u

nu
aHaJIn3

aHaM3UpyeT
MapKEeTHHIOBYIO
WH(POPMAITHIO
NpUMEHSET
MapKEeTHHTOBEIC
CTpaTeTMH Ha BHELIHHUX
pBIHKaX MpH TOJTOTOBKE
TEMbI KOJUTOKBHyMa

n
OTUYHBIC

rpaMOTHOE
CTpOHHOE
KOJIJIOKBUYMA,
ydacTue B 00CyXJIeHHN
BOIIPOCOB KOJIJIOKBUYMa,
apryMEHTUPOBAHHOE BHIPAKCHHE
CBOUX MBICIIEHl TIpU OTBETE O
TeMe KOJUIOKBUYMa

n JIOTUYCCKH
H3JI0KCHUC TCMBI
AKTHUBHOC

K-kommokBrym
(Tembr 1-16)

B—Bonpocs! k
Rauety (1-25)




SKOHOMUYECKUX arcHTOB
Ha pBIHKaX pa3IHYHBIX

CTpaH

Bragets aHAIM3UPYET PBHIHOYHYIO | apTYMEHTHPOBAHHO MPHUMEHSET
MHCTPYMEHTaMH AaKTUBHOCTb U TPOSIBIICHUE | TEOPETUUECKHE  3HAHUSA UL
MapKETHHTOBBIX HECTaH/IAPTHBIX aHam3a CUTYaIIMOHHBIX

CTpaTeruii KOMIaHUM Ha | CUTYalHii; peanu3yerT | 3aJaHuil, NpaBUIbHBIE BBIBOJBI,
MEXIYHAPOJHOM pBIHKE | MApKETUHTOBBIE MIpOSIBIICHUE TBOPUYECKHUX

u croco0oB UX | CTpaTerui B  YCJOBHUSIX | CHOCOOHOCTEH TIpH  pelICHUU
OCYIIECTBIICHHS B | cobmonenus CUTYaIIMOHHBIX 33JaHUAN

HEeCTaHJIapPTHBIX 00IIECTBEHHBIX HHTEPECOB

CUTyallusiX, C Y4eToM | Ipu pelieHnn

COLIMAJIBHOU U | CUTYyallMOHHBIX 3aJaHUI C3-curyamuon
STHUYECKOH H]I_’ IZ SAIAHIA
OTBETCTBEHHOCTHU 3a (1-4)
EE:SEE; DEIICHIA, [B—Bompocsl k
5KOHOMHYECKOTO u sauery (1-25)
KOHKYPEHTHOI'O aHajn3a

MEXIYHapOIHON

Om3HEC-cpenpl, ydera

KYJIbTYPHBIX

0COOEHHOCTEH

norpeduTenen Ha

pBIHKAX pasIuYHBIX

CTpaH

1.2 IlIxanel OLIECHUBAHUS:

Texkymuii KOHTPOJIb YCIEBAEMOCTH M MPOMEKYTOUYHAsI aTTECTallUs OCYIIECTBIISIETCS B
paMKax HaKOMUTEIbHOUN OaibHO-pEUTUHTOBOM cucTeMbl B 100-0amibHOM IKase:

3auer

50-100 6amnoB (3auer)

0-49 GamtoB (He3aueT)

2 TunoBble KOHTPOJIbHbIE 3aJaHMSA WM HUHbIEe MaTepua/ibl, HEOOXOAUMBIE JJIs
OLleHKM 3HAaHMH, YMEHUHM, HABBIKOB U (WI4) omnbiTa [AeATe/JbHOCTH,
XapaKTepu3ywINUX 3Tanbl (OPMHUPOBAHUSA KOMIETEHHUH B MpoLecce OCBOEHUS
0o0pa3oBaTeJbHON NPOrpaMMbl

Bomnpocsl k 3auery
1. Expand the content of the category of "international marketing" as a tool of strengthening the commercial
activities of the company in the global market and what are its distinctive features from "regular” marketing.
2. Expand the concept of “international company", and name its characteristic features.
3. Describe and explain the main methods of entry into foreign market depending on the characteristics of the
specific commodity-market position.
4. Describe the main components of the environment, the marketing mix of international business and guide the
identification of supranational segments
5. Describe Your understanding of the concept of competitive advantages of goods and services in the global
market
6. Describe Your understanding of the value system in international business.
7. Describe Your idea of the six determinants determine the competitiveness of the economy on the theory M.
porter.
8. List and justify the necessity of using group data in the preparation of a "dossier on the country."
9. Give a comparative description of alternative strategies of entering the foreign market.



10. List and analyze the factors that reflect the customs of the business and cultural characteristics of the country,
which should be considered in the preparation of a "dossier on the country."

11. List and review the guidelines for economic analysis that should be considered when preparing a "dossier on
the country."

12. List and review the guidelines for drawing up a preliminary marketing plan in the preparation of a "dossier on
the country."

13. Assess strategic opportunities international company on the various competitors (base, confrontational,
cooperative and innovative strategies).

14. Describe the conceptual basis for analysis, development and formation of international marketing strategy .
15. Give approximate comparative characteristics of national cultures of Russia, USA, Germany, Japan.

16. Describe the specifics and difficulties of conducting international marketing research.

17. Describe the methodology of the research input and output barriers of foreign markets.

18. Name and describe indicators of economic efficiency of export and import.

19. List and describe the major product strategies that are used in the international market.

20. Describe the nature used in foreign markets strategies of standardization and adaptation of products.

21. Describe the situation in the modern international trade in terms of marketing

22. What are the main development institutions, international trade and give them the short characteristic.

23. Open the main issues of regulation of international trade in services in the WTO.

24. What are the main functions of packaging in international marketing and explain its role in international
business.

25. Make and describe a ranking of countries by competitiveness factors.

Kpurepuu oueHuBanus:

oueHka «3adeT» (50-100 OansioB) BBHICTABISETCS, €CIIM HW3JIOKCHHBIA Marepuan (akTUYeCKH BEpEH,
HaJIMYKE ITyOOKMX MCUEPIBIBAIOIINX 3HAHUI B 00bEME PO ICHHON TPOTrPaMMBbl AUCIUIUTMHBI B COOTBETCTBUU C
II0CTaBJICHHBIMH HpOFpaMMOﬁ KypcCa OeiiiMd M 3aJjadyaMu 06yq€HH$I; IMPpaBUJIbHBIC, YBCPCHHLIC HeﬁCTBHﬂ 110
NPUMEHEHHIO MOTYYEHHBIX 3HAHUI Ha IIPAKTHUKE, TPAaMOTHOE M JIOTHYECKH CTPOMHOE M3JI0KEHUE MaTepuaia mpu
OTBETE, YCBOSHHE OCHOBHON M 3HAKOMCTBO C JIOTIOJIHUTEIILHON JINTEPATYPOK;

ouenka «He3ader» (0-49 GasioB) BBICTABISIETCS, €CIHM - OTBETHI HE CBSI3aHBI C BONMPOCAMH, HAIUYUC
FPY6LIX OIIIMOOK B OTBCTC, HCIOHMMAHUEC CYHIHOCTH H3JIara€Moro BOIIpOCa, HCYMCHUC NPHUMCECHATb 3HAHUA Ha
MPAKTHUKE, HEYBEPEHHOCTh U HETOYHOCTh OTBETOB Ha JIOMOJIHUTENIbHBIE U HABOSIINE BOIPOCHI.

TemaTuka KOJIJIOKBUYMOB
1. The marketing mix at the international level.
2. Controlled factors” and uncontrollable factors” of international marketing.
3.Political factors as a source of uncertainty.
4. Economic factors: openness, balance of external payments, import barriers, restrictions on
payments, trends in investment policies, government influence on business activity.
5.Product life cycle and market novelty on the world market. The competitiveness of the product.
The evaluation model. The decision about the level of competitiveness.
6.Brand in international markets.
7. International product strategy.
8. Methods and peculiarities of studying the international market and demand.
9. The role of international exhibitions in promoting the sale, their types and purpose.
10. The competitiveness of Russian goods on the international markets
11. Trademark of Russian companies in different international markets.
12. Accounting language and legislative factors in promotional activities on foreign markets.
13. Problems of international business, industry-related marketing of individual countries
14. Taking into account public opinion when entering a foreign market
15. Features of marketing research when entering foreign markets.
16. Segmentation in international marketing.

Kpumepuu oyenueanus:



- OLIEHKA 10 OaJUI0B
BBICTABJIACTCA

oOy4aroremMycsi, eciiu

OH J1eMOHCTpUpPYET 3HAaHHME TEMbl KOJUIOKBHYMA, HCIOJIb30BaJ
JIOTIOJIHUTEIBHYIO HAayUHYIO JINTEPATypy IO TEME, pa3BEPHYTO OTBETUI
Ha BOIIPOCBHI TE€MBI, aPTYMEHTHPOBAHO BBICKA3aJl CBOK TOYKY 3PEHUS,
cOpMyIHPOBaI CAMOCTOSITEIbHBIC BHIBOIBI.

- OLICHKA 8 oajuta
BBICTABIISIETCS

o0yJaromemMycs, eciu

OH YCBOWJI MaTepual TEeMbl KOJUIOKBHUYMa IO BONPOCAM B paMKax
OCHOBHOI JHTEpaTypbl, Pa3BEpHYTO OTBETHUJ Ha BOIIPOCHI MO TEME,
apryMEHTHPOBAHO BBICKAa3aJl CBOIO TOYKY 3peHus, chHopMyIrpoBai
CaMOCTOSITEIIbHBIE BHIBOJIBI.

OLIEHKA 6 oajuta
BBICTABJISIETCS

oOyuJaromemMycs, eciu

OH (parMeHTapHO YCBOWJI MaTepHual, HEJOCTaTOYHO pa3BEPHYTO
OTBETWJI Ha BONPOC, HE MPOSBISUI AKTUBHOCTb IPU OOCYXIAEHUHU
JMCKYCCHOHHBIX BOIIPOCOB, HE C(OPMYIHPOBAT CaMOCTOSTEIbHBIC

BBIBOJbI.

OLICHKA
BBICTABIISICTCS
o0yJaromemMycs, eciu

0 0aJuIOB | OH HE YCBOMJI TEMY KOJUIOKBMYMa, HE OTBETHJI HU Ha OJIMH BOTIPOC.

MaxkcumanbHas cymma 0amioB 1o kojuiokBuymam: — 40 6ansos (4 TeMsl 1o 5 6aioB)
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TECTbBI

Tect no Pazneny 1
1. The main difference between international marketing from the inside are:

. The possibility of studying the external environment;

. The problem of preserving market share;

. The need for a more thorough implementation of the marketing concept.
. The segmentation

2. The purpose of both domestic and international marketing are:

. The performance of the company;

. The increase in profits;

. Meeting the needs of the consumer;

. Creating long-term competitive advantages by meeting customer needs.

3. For the purposes of research and impact factors, the international environment is divided into:

. Macro-and microenvironment ;

. National, regional, and global environment;

. National, multinational, regional, and global environment.

. Regional business environment, dynamic business environment

4. Most threatening to the business are:

. A static environment;

. Dynamic environment;

. The turbulent environment.
. Global environment

5. The international macro environment factors are:

. Uncontrolled by the company;
. Mostly uncontrolled,;

. Controlled.

. Adjustable

6. Factors of international microride are:

. Mainly controlled by the company;
. The largely uncontrolled and;

. Fully controllable;

. Completely out of control I.

7. The aim of the study the political-legal environment are:

. The definition of political risk and developing strategies for its reduction
. Determining the feasibility of entering the foreign market

. The monitoring of environment

. Analysis of competitors

8. To factors the political-legal environment are:

. Pension legislation



2. Financial policy
3. National security;
4. Language
9.A global company:
1. Applies the strategy of global marketing ;
2. Produce products in the national territory and sells on the world market;
3. Both answers are correct;
4. There is no correct answer.

10 World commodity market, which is subject to | a limited influence of market factors and is
characterized by a relative stability of market prices based on national prices and is not affected by short-term
fluctuations of supply and demand
1. Public sector;

2. The private sector
3. Preferential sector
4. Free sector

Tect mo Pazneny 2

1. Organizational structure, which is characterized by a high degree of centralization, where all
strategic planning is carried out from the center is:
1. The umbrella structure;
2. Micropipeline structure;
3. Interpolat
4. International conglomerate

2. Strategy which involves the offer by the firm to the foreign market the goods without any change in
the products sold on the national market characteristic
1. Standardized (global) marketing;
2. Adaptive marketing;
3. Integrated marketing
4. International marketing

3. At the corporate level in international business there are tools to determine strategies. What type of
strategies are such tools?
1. Growth strategy
2. Portfolio strategy
3. Competitive strategy
4. Commodity strategy

4. At the corporate level in international business identified three types of strategies. With the help of
any tools defined growth strategy
1 Model of competitive advantages;
2. The matrix of policy direction;
3. Matrix BKG;
4. The Matrix John. Mac Kenzie

5. The deepening of the degree of saturation with goods and services that are offered to all consumers,
the choice of the maximum depth of the market demand
1. Strategy diversification;
2. Segmentation strategy;
3. The internationalization strategy
4. Diversification strategy

6. The development of new overseas markets, using not only the expansion of exports, but to export
capital when abroad are enterprises that produce the goods that pass restrictive trade barriers.
1. Strategy diversification;
2. Segmentation strategy;
3. The internationalization strategy
4. Diversification strategy

7. The development of new products, product markets, types of services, and also system of measures,
which differentiates the company from the strategic business units
1. Strategy diversification;
2. Segmentation strategy;



3. Strategy of internationalism tion
4. Diversification strategy

8. Strategy that takes into account the use of characteristics of the demand for goods in various
markets and the willingness of the firm to modify products and programme of measures for their promotion with
specific markets-
. Standaryzowane in (global) marketing;
2. Adaptive marketing;
3. Integrated marketing
4. International marketing

9. Elements full (finished) goods in international marketing are:
1. Design, package, trademark, warranty;
2. Warranty, delivery and installation, credit, design;
3. Guarantee, loan, service, trademark;
4. Guarantee loan service.

10. Marketing activities in respect of commodity components of the marketing mix due to the
peculiarities of the foreign market and the stage of development of the company is:
1. Commodity strategy;
2. Commodity policy;
3. The commodity audit.
4. Commodity control

11. The product, which raises to a new level meet the usual known or needs allows a wider range of
consumers to satisfy on a certain level is known to need this:
. Export product;
. Pioneer goods;
. The goods of market novelty.
. Strategic commodity

12. A product that opens up consumer the opportunity meet brand-new requirements is:
. Export product;
. Pioneer goods;
. The goods of market novelty.
. Strategic commaodity
13.Product policy, the essence of which is the search for new products that would on the one hand, in

technological or market relation would be similar to the existing ones on the firm goods, and on the other —
would attract new customers, is called:
1. Horizontal,
2. Conglomerate;
3. Concentric .
4. Vertical

[
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14. Product policy, the essence of which is the search for the production of a new product, which is not
connected with the goods previously existed in the product portfolio of the company, is called:
1. Horizontal;
2. Conglomerate ;
3. Concentric.
4. Vertical.
15. Adaptation of the product, due to the requirements of standards, technical specifications,
packaging requirements, etc., is called:
1. Simplificate;
2. Forced;
3. Necessary.
4. Perseptronov
16. Adaptation of the product, due to the specificity of perceptual symbols, design and colour of the
products is called:
1. Simplificate
2. Adaptation is necessary;
3. A necessary adaptation;
4. Perceptual adaptation;
17. The practical significance of the theory of the product life cycle in international marketing is:



1. All countries are divided into countries — innovators, compliant countries and other countries;

2. In different countries one and the same product is in different stages of the life cycle;

3. The country's innovators, who for a while were the only exporters to the global market, become net importers,
and countries followers of the importers become exporters.

4 All countries use the practice of international marketing

HNHcTpykuusi mo BBINOJHEHHIO: oOyyaromieMycs HeoOXOIMMO BbIOpaTh OJIMH TMPAaBUIBHBIA OTBET U3
MPEUI0KEHHBIX.
Kpurepum oneHku:
oueHka 10 0aymoB BBICTABISETCS CTYAEHTY, €CIM  IOJy4eHBl MpaBuibHbIE OTBeTHI Ha 90-100%
BOIIPOCOB TECTA;
OlLIeHKa 8 OaJuia BBICTABIIAETCS CTYNIEHTY, €CIM  MOJy4YeHBI MpaBmiibHbIe 0TBETH Ha 70-80% BOIpOCOB;
orieHka 6 6aJia BHICTABIISIETCS CTYEHTY, €CJIM  MOJIy4eHbI paBuiibHbIe 0TBETHI Ha 50-60% BOIPOCOB;
oueHka (0 6ayuIOB BBICTABISETCS CTYACHTY, €CIIM TOJIY4EHBI IPAaBUIbHBIE OTBETHI MeHee, yeM Ha 50%
BOIIPOCOB;
MaxkcumanbHas cymma 6amioB o tecty: 20 6amnos (2 tecta mo 10 6amioB)

CHTyaHI/IOHHbIe 3aJaHUsA

3amaunue 1.

Suggest measures for the development of a new product and bringing it to the foreign market; evaluate the
quality of the goods (of your choice) by experts using a ten-point scale. Each property of the product by experts
assign a grade that corresponds to the value of this property in deciding to purchase; the sum of the ranks must be
equal to 1. Explain the obtained results and justify the assignment of appropriate ranks to your chosen properties
for the analysis of the product.

3anague 2.

In Russia at the present time is not more than 50 enterprises producing leather for footwear, haberdashery, etc.
So, basically, they produce products that are intended for release-top shoes, haberdashery, furniture, and also
produced some varieties for the bottom of the Shoe. Almost all enterprises mainly export-oriented with up to 80%
of its products. What changes in the trade policy of the enterprises working in this industry is possible to improve
their market position and possible shift in the domestic demand, together with the development of foreign
markets.

3amanue 3.

The company that manufactures the chips, has opened its own production in Russia. She demonstrates a high
marketing activity, a significant portion of the marketing budget invested in advertising. The company strives to
maintain manufacturing closer to markets. However, in regions where there are no factories of this structure,
competitors have a visible advantage in market share. Will offer the company a streamlined version of the
distribution given the geographical proximity of the regions, and, conversely, of remoteness, in other areas from
potential consumers.

3ananue 4.

Today on the Russian market develops a model of the Western fashion industry. So, there was a differentiation
of the companies selling clothes. The most successful group of companies promoting brands and places orders for
manufacture abroad and in Russia. The second group sews clothes for foreign and Russian companies. Almost all
manufacturers of brand clothes turned to the option contract sewing products. Statistics is that — up to 80% of the
clothes sewed on contracts. Almost all the orders for the Russian market performed in the countries of South-East
Asia. Explain what problems you believe may face Russian firms engaged in the supply of these products on the
domestic market and distribution on regional markets.

Kpurepuu ounesku:

Onenka Kpurtepun onenuBanuns

- oriedka 10 GamioB | cBOOOHOE BiIaieHNEe TPOPECCHOHATBHON TEPMUHOJIOTHEH;

YMEHHE BBICKa3bIBaTh U 00OCHOBATH CBOU CYKIEHUS;

OCO3HAHHO MPUMCEHACT TCOPECTUUCCKNUE 3HAHUA JJIAA PCHICHUSA CUTYAallTUOHHOI'O 3aJIaHUsA
OpraHM3yeT CBSI3b TEOPUH C MPAKTUKOU.

- olleHKa 8 Oanna CTYIEHT TpaMOTHO H3JIaraeT MaTepuall; OPUEHTHPYETCd B Marepuale, BiaaeeT
npodeccnoHanbHOM TEPMUHOIOTHEH, 0CO3HAHHO TPUMEHSET TEOPETHUECKUE 3HAHUS [T
peLICHHsI CUTYallMOHHOT'O 33JlaHMsl, HO coiepyKaHue U (opMa OTBeTa MMEIOT OT/ICIbHbIC




HETOYHOCTH,

Orenka 6 6amna CTYJICHT W3JlaracT MaTepuaj HETOJHO, HEMOCIeI0BaTeIbHO, TOMYCKAaeT HETOYHOCTH B
ONpe/IeJICHUU MOHATHM, B IPUMEHEHUN 3HAHUN JJI PEIICHUS] CUTYAallMOHHOTO 3aJaHusl,
HE MOXKET JI0Ka3aTeJIbHO 000CHOBATh CBOU CY)KJICHHS

onenka 0 6amios B OTBETE IPOSABIIAETCS HE3HAHME OCHOBHOI'O MaTepuayia MporpaMmbl, JOMYCKAIOTCS
rpyOble OIIMOKM B H3JI0KEHUM, HE MOXKET NPUMEHSTh  3HAHWUS IS pPELIeHUs
CUTYallMOHHOI'O 3aJIaHUs, OTCYTCTBYET apryMEHTallUsl U3JI0)KEHHOM TOYKHU 3pEHMS], HET
COOCTBEHHOW NO3ULIUU.

MaxkcuManbHas cymma 0aJjuioB 3a BEITIOJTHEHUE CUTYAlIMOHHBIX 3aanwii: 40 6aimos (4 3amanuii o 10 6aioB)

r3 MeroauyecKue MaTepUaJsibl, oNpee/isouye NpoueaAypbl OlleHUBaHUA 3HAHUM,
YyMeHHUI, HaBbIKOB U (W/IM) ONbITA JAeATE/JIbHOCTH, XapaKTEpPU3YyWILUX ITambl
dopMupoBaHUA KOMNIeTEeHIUH

[Tponeryps! OLleHUBaHMSI BKJIIOYAIOT B ¢€0s TEKYLUI KOHTPOJIb M IPOMEKYTOUHYIO aTTECTALUIO.

Tekymmii KOHTPOJIb YCIIEBAEMOCTH IIPOBOJUTCA C HCIOJIB30BAHHEM OLICHOYHBIX CPEICTB,
IIPEJCTaBICHHBIX B II. 2 JaHHOTO NPWIOKEHHsA. Pe3ynpTaThl TEKyHIETrO KOHTPOJS JOBOJATCS O CBEACHHUS
CTYJIEHTOB JI0 IIPOMEXYTOYHOU aTTECTALMH.

IIpoMeskyTOUHasi aTTECTALMSA IPOBOIUTCS B (hopMe 3aueTa.

3aueT MPOBOJUTCS 10 PACHMCAHUIO MMPOMEXYTOUHOHN arTecTallMd B MHCbMEHHOM Bujae. KomuuecTBo
BOIPOCOB B 3a4eTHOM 3agaHuu — 2. [IpoBepka OTBETOB M OOBSBIEHHE PE3YJbTATOB IMPOU3BOJIUTCS B JIEHb
3auyeTa. Pe3ynbpTaThl arTecTaliuu 3aHOCATCS B 3a4E€THYIO BEJOMOCTh U 3a4E€THYIO KHUXKKY CTyAeHTa. CTyIEeHTHI,
HE MPOoLIeIINE TPOMEXYTOUHYIO aTTECTALUIO IO IpadUKy CECCUM, JOKHBI TMKBUAUPOBATH 3a/10JKEHHOCTD B
YCTaHOBJICHHOM MOPSJKE.




IIpunoxenue 2

METOINYECKHUE YKA3AHUA 11O OCBOEHHMIO JUCIITUITJIMHBI

VY4eOHBIM MJIaHOM IIPEyCMOTPEHBI CIEAYIOIINE BUABI 3aHATU:

- JIEKLUY;

- IPAKTUYECKHUE 3aHITHSL.

B Xxoze NeKIMOHHBIX 3aHATUN PacCMATPUBAIOTCA BOIPOCHI, KACAIOLIUECS aKTyalbHBIX
BOIPOCOB  Pa3BUTUSl  MEXKIYHApOJHOTO  MapKETHHIa, JAlOTCAd  PEKOMEHIAIMu  JJis
CaMOCTOSITENIbHOM pabOThI M IOJATOTOBKE K MPAKTHUYECKUM 3aHITHSIM.

B xone mpakTHUecKHX 3aHSATHHA YIrIyOJsIOTCS M 3aKpeIUISIOTCS 3HAHUSA CTYACHTOB IO
BonpocaM dS()(PEKTUBHOTO MPHUHIATUS pEIICHUN B cdepe MEeXIAyHApPOAHOTO MAapKETHHTa,
Pa3BUBAIOTCS] HABBIKM U YMEHUS IPUHATHUS CTPATETUUECKUX MAPKETUHIOBBIX PEILIEHUI HAa MaKpo
Y MUKPOYPOBHE B MEXIyHAPOIHOM IE€ATENbHOCTH NPEIIPUITUH.

[Tpu MOAroTOBKE K MPAKTUUECKUM 3aHATHUAM KaXIblil CTYACHT JOJDKEH:

— U3y4YUTh PEKOMEHIOBAHHYIO YUEOHYIO JIUTEPaATYpPY;

— U3y4YUTh KOHCIEKTHI JIEKIIHI;

— IOJTrOTOBUTH OTBETHI Ha BCE BOIIPOCHI 110 U3y4aeMoOi TeMe.

B npomecce moAroToBKM K MPAKTUYECKUM  3aHSATUSM  CTYACHTHI MOTYT
BOCTIOJIb30BAThCSl  KOHCYJIBTAIIMSIMU MPETOaBATEIS.

Bomnpocel, He paccMOTpeHHBIE Ha JEKIUSIX ¢ MPAKTHYECKUX 3aHITHUSIX, JOJDKHBI
ObITh  WM3Y4YeHBl  CTyJACGHTaMH B  XOJI€  CAMOCTOATENbHOW  pabotel. KoHTpoib
CaMOCTOSITENTbHOM paboThI CTYZCHTOB HaJ yaeOHOH IporpaMMoil  Kypca
OCYIIECTBIISIETCS. B  XOAE€  3aHATUH METOAOM YCTHOTO Ompoca WM  TOCPEACTBOM
TecTUpoBaHus. B Xome  camMoOCTOSTENbHOM  pabOThl  KaXIbId  CTYIEHT  00s3aH
OpPOYUTATh  OCHOBHYIO M TIO  BO3MOXXHOCTH  JIONOJHUTENBHYIO  JIMUTEpaTypy IO
U3y4aeMoM  Teme,  JOMOJHMUTh  KOHCIEKTHl JIEKUMH  HEJOCTAIOIIMM  MaTepHalioM,
BBIIMCKAMU U3  PEKOMEHJIOBAaHHBIX II€PBOMCTOYHUKOB.  BbIIETUTh  HEMOHATHBIC
TEPMHHBI, HAUTH HUX 3HAYEHHUE B HHIMKIONEIUYECKHUX CIOBApPSIX.

CTyleHT JOJDKEH TOTOBUTBCA K MPEICTOSIEMY JabOpaTOPHOMY 3aHSTHIO TIO
BCeM, OOO3HAUYEHHbIM B pabouell mporpamme IUCHUIUIMHBI BOIIPOCAM.

JUis MOATOTOBKM K 3aHATHSAM, TEKYIIEMY KOHTPOJIIO M TNPOMEKYTOYHOW aTTeCTallUu
CTYACHTHl ~ MOTYT  BOCIIOJIb30BAaThbCS JIIEKTPOHHO-OMOIMOTEYHBIMU CHCTEMaMu. Takxke
oOyuaromuecss MOTYT B3sTh Ha JOM HEOOXOIWMYIO IIUTEparypy Ha abOOHEMEHTe
YHUBEPCUTETCKOM OMOIMOTEKHU MM BOCTIOIB30BATHCS YUTATHHBIMU 3aJIaMH.



